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Marketing is a crucial part of business management. The tourism industry is highly competitive, and the number of competitors is huge. The adoption of appropriate marketing strategies is necessary for creating a strong position in the competition (Jobber and Ellis-Chadwick, 2020). In this essay, the marketing strategies of Six Senses and Holiday Inn brands will be analysed and compared. Six Senses is a luxury brand established in 1995 and headquartered in Bangkok, Thailand. In 20 countries, the company is operating its businesses (Saglam, 2021). Holiday Inn, another brand, is an American chain of hotels, established in 1952 and headquartered in Georgia, the US (Holiday Inn, 2019). Six Senses serves only a niche market segment which is the luxury segment while Holiday Inn serves a wide group of people by its standard services. At the beginning of the essay, a situational analysis will be performed that includes the SWOT and PESTLE framework. Then 7Ps of the marketing framework will be assessed on these two brands. Finally, their segmentation, targeting, and positioning strategies will be analysed and linked to the situational analysis and the 7Ps of marketing.
Situational Analysis: The SWOT framework is useful for analysing the internal and external factors that are influencing the performance of Six Senses and Holiday Inn. Six Senses SWOT analysis includes the strengths: strong brand position in the luxury hospitality segment, positioned in exotic and desirable locations, luxury accommodation, and high-quality service (Saglam, 2021). The weaknesses include the limited presence of the brand to a large number of people, premium prices, and smaller product and service portfolios. Opportunities include expansion into the new market, and integration of the latest technologies to improve service and guest experience. Threats include intense competition in the luxury segment, economic recession, covid-19 pandemic, and changes in trends and customer preferences. On the other hand, the strengths of Holiday Inn include competitive pricing, a diverse range of customers, and a global presence with a good reputation (Holiday Inn, 2019). The weaknesses include lack of exclusive offerings, low level of differentiation in the product offering, and high reliance on travel agencies. The opportunities are expansion into the new market, partnering with local businesses creating strong positions and adoption of technologies for the personalised experience of the guests. Threats to the company are negative reviews made by the guests regarding the service quality and product offering, intense competition in the serving market segment, and economic uncertainties. PESTLE analysis is appropriate for analysing the external factors that are influencing the performance and strategies of these two brands. Political factors include Brexit which has a negative influence on the UK hospitality industry, the Ukraine-Russia War limiting the availability of resources and expansion, and Political stability in the UK attracting tourists (Burnett and Johnston, 2020). Economic Factors are the growing UK economy that presents opportunities for businesses in the tourism industry, increasing disposable income of the people having positive spending on the tourism businesses (Ons.gov.uk, 2023). Social factors such as a change in trends after the covid-19 pandemic which has made people more conscious about health and hygiene, supporting ethical business practices, and demographic trends show the availability of the workforce to use for expansion in business operations (Ulak, 2020). Technological factors include the use of AI in customer service, the adoption of digital technologies, the use of data analytics, and automation. These technological factors have influenced tourism businesses to bring changes in business operations (Ivanov and Webster, 2019). Legal factors can be listed as compliance with the employment law in the workplace, data security and privacy of the guests, health and hygiene, intellectual property rights etc. These factors shape the way businesses are operating in the tourism industry. Finally, environmental factors include increasing the practice of sustainability in the workplace, reducing carbon footprint, limiting the use of plastics, recycling of the product etc (Gunes, Karakoc and Bastemur, 2012). Most brands in the tourism industry have addressed the challenges arising from these factors for ensuring success in the long run.
[bookmark: _Hlk135364895]Marketing Mix: The 7Ps of the marketing mix are a framework for understanding the appropriate marketing strategies of a company (Anjani, Irham and Waluyati, 2019). This framework will be applied to Six Senses and Holiday Inn to compare the marketing strategies of these two brands. Product: Six Senses product portfolios are spa, wellness services, unique and exotic amenities, and luxury accommodations. The product strategy of this brand is very specific. It wants to offer exclusive and luxurious products to wealthy customer segments (IHG Plc, 2019). Holiday Inn's product portfolio consists of suites, standard rooms, meeting room facilities, and standard amenities for travellers and business customer segments. Hence, the product strategy is to make products affordable and accessible to a wider group of people (Carroll, 2023). Price: Six Senses has a premium pricing strategy for exclusive and luxurious products while Holiday Inn has an affordable and competitive pricing strategy to attract price-sensitive customers. Place: Six Senses has been very careful in choosing locations for the brand (IHG Plc, 2019). It chooses desirable and exotic places so that the company can ensure exceptional guest experience (Luxury Hotel Expert, 2018). In comparison, Holiday Inn has established a strong position in the tourism industry by developing its resources near popular destinations which are accessible and affordable to all. Promotion: Six Senses is highly dependent on digital marketing and social media platforms for attracting customers to its luxury products. The brand sometimes collaborates with the influencer for driving sales (Anjani, Irham and Waluyati, 2019). On the other hand, Holiday Inn utilizes a mixture of promotional activities that include both traditional and digital promotional activities (Carroll, 2023). People: Six Senses provides training to the employees to ensure that they can provide a high level of service and exceptional guest experience. Only highly trained employees can provide such services (Luxury Hotel Expert, 2018). In contrast, Holiday Inn trains employees so that they can serve a diverse group of customers. So the training is different which is aligned to the brand’s value. Process: From check-in to check-out, every process has been made easier and technology-based for these two brands so that customers can get a seamless experience from them (Bowie, 2017). Six Senses’s process is primarily focused on sustainability practices and guest well being while Holiday Inn focused on efficiency in the process (Saettler, 2022). Physical Evidence: Six Senses’ physical properties express architectural richness and luxury. The property features are designed very stylishly, and the natural surroundings provide an enhanced experience to the guests (Luxury Hotel Expert, 2018). The amenities are also prepared to add to the guest’s experience. Holiday Inn’s physical evidence can be observed as comfortable and functional spaces, modern facilities, and the use of recognisable branded elements for ensuring high quality across its facilities and properties.
[bookmark: _Hlk135365164]Segmentation, Targeting, and Positioning: The segmentation of Six Senses and Holiday Inn can be analysed based on demographics, psychographics, and behavioural factors. The demographic segmentations are age, gender, income level, occupation, geographic location etc. (Bowie, 2017). Psychographic segmentation is based on the lifestyle, values, and interests of the guests. And behavioural segmentation is performed based on the preferences of the guests, the purpose of their travel, and the frequency of their travel (Mangwane et al., 2019). In demographic segmentation, Six Senses segmented its target market in age groups and income level while Holiday Inn segmented the market on income level only. In psychographic segmentation, Six Senses segmented the market on the lifestyle and Holiday Inn chose the attitude of the people. In behavioural segmentation, Six Senses and Holiday Inn both brands chose the preferences of the target market. After segmenting the market, these brands targeted their desired market segment (Jobber and Ellis-Chadwick, 2020). The targeting strategy of Six Senses is determined as focusing on the niche market segment, people with high-income levels and ages between 30 to 60. The brand also targeted guests who are willing to take immersive luxury experiences and who value sustainability practices and eco-tourism. Holiday Inn’s targeting strategy differs greatly from Six Senses. Because the company focused on people with middle and low-income levels, people of all ages, a broad range of travellers including families and business people, and budget-conscious individuals. The positioning strategy involves these brands undertaking activities which will create a position in the mind of the customers (Jobber and Ellis-Chadwick, 2020). Six Senses has created a position in the industry as a luxury brand which promotes the sustainability, and wellness of the guests, and provides an exclusive and immersive experience (IHG Plc, 2019). Based on these aspects, the brand aims to differentiate itself from its competitors. Holiday Inn positioned the brand as reliable, accessible, and affordable to people who are very price sensitive and seek standard services during travel (Carroll, 2023). It has differentiated the brand from competitors by adopting competitive pricing. Therefore, it is evident that these brands have considered situational factors during the strategy formulation. Moreover, the 7Ps strategies are also relevant to these segmentation, targeting, and positioning strategies
Six Senses is a luxury brand, and its marketing activities are very very focused. The brand targets only a high-income group of people. Its effective promotional strategies have helped to attract these niche market segments. On the other hand, Holiday Inn is another company that serves midscale and budget segments of the market. It can attract customers by its competitive pricing strategies and standard service quality. The growing and competitive hospitality industry presents various challenges to these brands' success. Therefore, it is required to evaluate the most effective strategies for these two brands to overcome the growing challenges of the industry.
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